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INTISARI 
Penelitian ini bertujuan untuk menguji hubungan antara karakteristik e-
business dengan e-loyalty dan behavioral outcomes pada study online shop. 
Kuisioner didistribusikan kepada mahasiswa Universitas AMIKOM Yogyakarta. 
Regresi berganda dan regresi sederhana digunakan untuk menganalisa data yang 
di dapat dari 300 responden. 
Hasil analisa dapat disimpulkan bahwa e-business characteristics 
berpengaruh positif terhadap e-loyalty pada online shop dan E-loyalty 
berpengaruh positif terhadap behavioral outcomes. Selain itu, dapat disimpulkan 
bahwa e-business characteristics (customization, contact interactivity, cultivation, 
care, community, choice, convenience, dan character) berpengaruh positif 
terhadap e-loyalty dan berdampak positif terhadap behavioral outcomes (search, 
word of mouth, willingness to pay more) pada study online shop. 
Oleh karena itu, pelaku online shop dapat meningkatkan e-loyalty dengan 
melakukan 8 e-business characteristics (customization, contact interactivity, 
cultivation, care, community, choice, convenience, dan  character). Dan akan 
berdampak behavioral outcomes (search, word of mouth, willingness to pay more) 
pada konsumen online shop. Penelitian selanjutnya sebaiknya menggunakan 
responden konsumen online shop selain mahasiswa untuk mengetahui seberapa 
besar loyalitas konsumen terhadap online shop secara menyeluruh. 
Kata kunci: E-business Characteristics, E-Loyalty, Behavioral Outcomes, 
Online Shop 
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ABSTRACT 
 This study was conducted to examine the relationship between e-
business characteristics with e-loyalty and behavioral outcomes in online shop 
study. The questionnaires were distributed to students of AMIKOM University 
Yogyakarta. Multiple regression analysis and simple regression analysis was used 
to analyze data obtained from 300 respondents. 
 The result of analysis can be concluded that e-business characteristics 
positively affect e-loyalty in online shop and E-loyalty have positive effect toward 
behavioral outcomes. In addition, it can be concluded that e-business 
characteristics (customization, contact interactivity, cultivation, care, community, 
choice, convenience, and character) positively affect e-loyalty and positive impact 
on behavioral outcomes (search, word of mouth, willingness to pay more) on the 
online study shop. 
 Therefore, e-retailer can improve e-loyalty by doing 8 e-business 
characteristics (customization, contact interactivity, cultivation, care, community, 
choice, convenience, and character). And will impact behavioral outcomes 
(search, word of mouth, willingness to pay more) on online shop consumers. The 
future research should use online shop consumer respondents in addition to 
students to find out how much customer loyalty to the online shop as a whole. 
 
Keywords: E-business Characteristics, E-Loyalty, Behavioral Outcomes, 
Online Shop  
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